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Education


Ph.D. The Ohio State University, 1972


M.A.  The Ohio State University, 1971


B.S.  McGill University, 1965
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1971
Doctoral Consortium Representative, The Ohio State University 


1972
Pace Setter Award for Scholastic Achievement, The Ohio State University


1979  
Beta Gamma Sigma Honorary Society


1981  
Kellogg Research Chair, Northwestern University


1982  
KGSM Teacher of the Year


1983  
Beatrice Research Chair


1985  
McManus Research Chair


2010    Fellow, ACR

Teaching Experience


1971-1972  Visiting Assistant Professor, The Ohio State University


1972-1978  Assistant Professor, Northwestern University


1978-1983  Associate Professor, Northwestern University


1983-1986  Professor, Northwestern University


1986-Kraft Professor of Marketing

Editorial Boards

Journal of Consumer Research, 1982-1984, Editor, 1993-1996, 1997- 2002, 2004-2007

Journal of Business Research, 1976-1980


Journal of Marketing, 1978-1981


Journal of Marketing Research, 1980-1982, 1993-1996

Journal of Marketing Letters, 1990-1996

Journal of Consumer Psychology, 1993- 2002; 2005-2012
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